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PHILOSOPHY ON HOURS (Part II)
CPAs who find that the time demands of their 
professional lives are consistently greater than 
they would prefer may find the following thoughts 
and suggestions helpful.
If we closely examine the conscious pressures 
in our lives that were mentioned in the last issue 
of the Practitioner, we are practically forced to 
admit that we can manage them if we really want 
to. On the other hand, we will have to mobilize a 
large portion of our energies to overcome the sub­
tle, subconscious pressures that cause us to lead 
unbalanced lives.
We will have to examine the lives we are leading 
at present, accept the fact that extremes in any 
direction may be neurotic and take steps to achieve 
balance. This is not easily done. Attaining balance 
is a lifetime challenge for most of us, and difficult 
even for the most well-balanced people to main­
tain.
Living a balanced life does not mean that we 
won't experience imbalances. Rather, it means 
that we will handle the imbalances appropriately 
and return to a balanced condition as soon as we 
can.
Since each of us is different, balance will not 
mean the same thing to all of us. People are not 
necessarily neurotic just because they work for 
long hours. What is excessive for one may not be 
excessive for another; we should all live according 
to our own standards and not be concerned with 
what others are doing.
In most successful organizations, there are some 
people who are high achievers with outstanding 
drive. This is hardly synonymous with being well- 
balanced, and most of us will have to learn to 
control our appetites for achievement and success 
if we want some fun from life.
Naturally, there are other considerations to be­
ing well-balanced, however, working excessive 
hours practically precludes the possibility of liv­
ing a well-balanced life.
Here are some practical suggestions to help ease 
the time demands of professional life:
□ Examine your total work load for areas that 
can be eliminated. Make a list of the things 
that aren’t necessary, even though you may 
like to do them, and eliminate them one by 
one.
□ Discipline yourself. Resign yourself to the 
fact that you cannot do everything. Just do 
the essentials well.
□ Delegate more. You are surrounded by ca­
pable, willing people. Give them a chance to 
grow.
□ Don't take yourself too seriously—none of 
us is indispensable. If you were to be absent 
for some time, the work would be done. And 
the people who would do it may be able to 
help you now.
□ Ask for help. Those who are less pressured 
can probably share some of your load.
□ Don’t underestimate others’ ability to help.
□ Don’t try to be your own doctor or counselor, 
lest you wind up with a fool for a patient.
□ Seek advice. Other people may have ideas 
that can help you streamline your activities.
□ Direct your efforts to your strengths. Accept 
that other people in the firm might be able 
to do some things better than you can—so, 
let them.
□ Where appropriate, learn to say no.
The feeling of being hurried is not usually the 
result of living a full life and having no time. On 
the contrary, it is born of a vague fear that we are 
wasting our lives. When we don’t do those things 
we should be doing, we have no time for anything 
else. We become the busiest people in the world.
This is the second of two articles excerpted from 
a memorandum by Bob Petz, CPA, based largely 
on the observations and management philosophy 
of Frank S. Moran, CPA, Detroit.
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 A Rose by Any Other Name ...
Readers may have noticed our new title. How­
ever, only the name has been changed.
We were recently informed of the existence 
of another CPA Practitioner, unregistered,  
which has been serving a CPA association in 
the metropolitan Washington, D.C. area for  
a number of years. LIFO is happy to defer to  
FISH (first in, still here) to avoid any possible 
confusion over titles.  
__ __ _ __ ___ ___  __  J
Few CPAs Plan to Advertise
Few local CPA firms are rushing to their nearest 
advertising agencies to take advantage of the In­
stitute’s revised ethics rule, judging from the 731 
practice units that replied to a recent Practitioner 
survey. Many regard advertising as unprofes­
sional, and others are adopting a wait and see 
attitude.
□ About 7% (52) of the firms presently plan to 
advertise. They tend to be the smaller prac­
tices in the smaller communities. Firms with 
annual billings of less than $100,000 repre­
sented 44% of the total replies and 65% (34) 
of the “yes” answers. Of these, almost 60% 
were from communities with a population 
under 100,000.
□ The same community pattern held true for 
practices that ranged from $100,000 to 
$500,000 in billings. Of 314 such firms (43%) 
replying, 11 plan to advertise and 7 are in the 
smallest cities. Among the firms with over 
$500,000 in billings, 6 of the 95 respondents 
have advertising on their agenda.
□ Newspapers were cited by all but a handful 
of the firms as the prime medium for adver­
tising, with about 35% opting for direct mail, 
generally in addition to newspapers. About 
20% plan to use magazines, with several of 
the larger firms using these publications ex­
clusively. Three small firms, in small cities, 
are planning to use radio and television. Two 
of them are budgeting under $1,000 for such 
a campaign. (The cost may come as a shock 
to these firms.)
A somewhat different attitude was re­
flected by a firm that won’t be advertising. 
It reported, tongue firmly in cheek, that it 
planned to drop leaflets from an airplane, 
until it found out that a certain large firm 
had already rented the plane.
□ Very few firms plan to disclose billing rates 
in their advertisements. Only 3 of the 52 plan 
to include this information, but another 16 
are waiting to see what the competition does.
□ Money is an object. Some 38 (out of the 52) 
firms plan to spend between $1,000 and 
$5,000, with 6 smaller firms hoping to spend 
less. However, 2 of the 5 firms budgeting be­
tween $5,000 to $10,000 have billings under 
$100,000.
□ The naysayers were pretty well distributed 
by size of practice and community. Of the 
532 who gave their reasons, 43% (234) be­
lieve that advertising is unprofessional and 
another third does not think that advertising 
produces desirable clients. The remainder 
gave a variety of reasons, including state­
ments to the effect that the firm is as large 
as it wants to be or that any desired expan­
sion will come from existing clients or re­
ferrals. Current state board restrictions were 
cited by others. Still others might be ranked 
with the 133 "undecided” firms who are 
awaiting developments, largely in terms of 
“what the other fellow is doing.”
In the final analysis, the local CPA firm seems to 
have an ambivalent feeling toward advertising. In 
the words of one practitioner: “We have worked 
for years to be accepted as a profession. If we ad­
vertise, we are just another vocation.” Many others 
seem to be awaiting developments as to what other 
firms are planning. So far, it appears that the local 
firms, in general, have not accepted advertising as 
a means of practice development.
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AICPA Aids for Local PractitionersIn order to provide assistance for its 52,000 members who are local practitioners, the AICPA has developed a number of services primarily for those in small practice units. Pro­grams include continuing professional education, techni­cal information service, management of an accounting practice, technical standards review and local practition­ers seminars. A new brochure entitled AICPA Aids for 




Studies and guidelines on subjects of interest to the local practitioner are issued by theAccounting Standards Division (212) 575-6368Auditing Standards Division (212) 575-6379Federal Taxation Division (202) 872-8190Computer Services Division (212) 575-6296Management Advisory Services Division (212) 575-6359Accounting and Review Services Committee (212) 575-6656
Continuing Professional Education offers courses, work­shops, and seminars to local practitioners who compose over 75% of the 76,000 CPE participants. Self-study mate­rials are also offered to make CPE convenient for local practitioners. (212) 575-6229The Technical Information Service responds to members' inquiries about practice problems (except tax and legal questions and those involving litigation). (212) 575-6391The AICPA Library researches members’ requests for in­formation, provides bibliographies, and loans material by mail. Its new microfiche service offers access to the an­nual reports of 6,500 companies. (212) 575-6322Through the National Automated Accounting Research 
System (NAARS), local practitioners can research finan­cial statements, footnotes, and auditors’ reports from thousands of annual reports and request literature con­taining authoritative material. (212) 575-6393
Management of an Accounting Practice (MAP) responds to members’ inquiries pertaining to firm management and administration. (212) 575-6437The MAS Small Business Consulting Subcommittee serves practitioners involved in MAS by developing and docu­menting tools for identifying and solving problems of the smaller enterprise. (212) 575-6363The Practice Review Program offers a firm the opportun­ity to submit for comment a report and related financial statements to help improve its reporting practices.
(212) 575-6290The Technical Standards Review provides an in-house, postissuance critique of working papers and reports for audited and unaudited financial statements. (212) 575-6291 
The Quality Control Document Review provides a confi­dential examination of a firm’s quality control document by Institute staff under the direction of the Quality Con­trol Standards Committee. (212) 575-6291The Administrative Review Program evaluates a firm’s operating procedures, based on a checklist developed by the MAP Committee. (212) 575-6437
AICPA professional liability insurance offers coverage for claims arising from alleged negligence in the practice of public accounting. (212) 575-3852The Division for CPA Firms, including a Private Compa­nies Practice Section and an SEC Practice Section, pro­vides a new system of self-regulation for firms represented in AICPA membership and directs greater attention to meeting the differing needs of privately owned and SEC clients. A firm may join either or both sections.Private Companies Practice Section (212) 575-6446SEC Practice Section (212) 575-6367
PUBLICATIONSThe Practicing CPA publishes short items on practice management and practical applications of professional standards and tax law for local practitioners.
(212) 575-6278The CPA Letter provides members with information about current technical and professional developments.
(212) 575-6274The Tax Adviser publishes tax articles, interpretations, and recent developments. (212) 575-6317The CPA Client Bulletin—a client newsletter—is available to practitioners to send to their clients. (212) 575-6277The “Practitioners Forum” in the Journal of Accountancy includes advice from colleagues on aspects of running a practice. The Journal also runs major articles of a “nuts and bolts” nature on practice management and growth and development. (212) 575-6272
MAP Handbook, a three-volume looseleaf service, pro­vides guidance to individual practitioners and partners on all aspects of managing their firms. (212) 575-6437
CONFERENCES
National Conferences are held each year on such topics as management advisory services, federal taxation, data pro­cessing, relations with bankers, and savings and loan as­sociations. (212) 575-6451Four Practice Management Conferences are held each year on aspects of partnerships and professional corpora­tions, growth and development, firm management and administration, and people management. (212) 575-6437
COMMUNICATIONSThe Member Relations Division administers programs for local practitioners and CPAs in industry and government and serves as the focal point of communications for all members. (212) 575-6436
4The Member Forum Program is designed to elicit mem­bers’ views on issues being considered by AICPA commit­tees. Through group discussions, members review drafts of committee reports and submit their comments to the Institute. (212 ) 575-6439
Local Practitioners Seminars, an annual series of three seminars, provide an opportunity for local practitioners to meet with the AICPA president and members of his staff to discuss professional issues from the local practi­tioner’s point of view. (212) 575-6439The Speakers Bureau and Field Trip Program enable com­mittee members and staff to meet with local practitioners, discuss topics of professional and technical interest, and better understand the needs and problems of the practic­ing CPA.Speakers Bureau (212) 575-3885Field Trip Program (212) 575-6439
PROFESSIONAL RECOGNITIONThe Public and State Society Relations Division coordi­nates national public relations programs through state societies. It informs the public about the services of local practitioners through magazine articles, newspaper re­leases, and radio and TV announcements. (212) 575-3877The Relations With Educators Division and recruiting lit­erature developed by it keep educators and students in­formed about the rewards and opportunities of small-firm practice. (212) 575-7653The Washington Office monitors federal legislation and regulations and submits comments on matters affecting small firms. (202) 872-8190The State Legislation Division works closely with the state societies on accountancy legislation that protects the in­terest of all practitioners and the general public.
(212) 575-6210The Uniform CPA Examination, prepared by the AICPA with an advisory grade issued for the state boards of ac­countancy, assures the public that CPAs possess a mini­mum level of competence, which has enhanced the profes­sional reputation of all practitioners. (212) 575-6495
PERSONAL BENEFITS
Life Insurance Plans include the CPA Plan, for individuals, up to $150,000 of coverage—and the Group Insurance Plan, for firms, up to $80,000 of coverage. A member can be covered under both plans. (212) 575-6385
The Long-Term Disability Income Plan for individual CPAs includes liberal definitions, rehabilitation program, and monthly benefits from $500 to $3,000. (212) 575-6385The retirement plans offer firms an easy way to furnish retirement benefits to proprietors, partners, professional corporations, and their employees. (212) 575-6385The Benevolent Fund helps members, former members, and their families through periods of financial difficulty.
(212 ) 575-6439
A Topical Lecture Program
If your practice includes unaudited engagements 
of nonpublic companies, the Statement on Stan­
dards for Accounting and Review Services affects 
you. To respond to the need for information on 
this significant development in the profession, an 
AICPA lecture program "Compilation and Review 
of Financial Statements" will be offered at the 
following 16 locations on the dates given:
May 4, Chicago; May 7, Portland, OR. and Cran­
ford, NJ.; May 15, Philadelphia; May 17, Phoe­
nix; May 18, Denver and Hartford, CT.; May 23, 
Seattle, WA. and Washington, D.C.; May 24, 
Houston, TX.; May 25, Dallas, TX., Atlanta, GA. 
and Grand Rapids, ML; May 28, Miami Beach;
June 8, St. Louis; June 15, Louisville, KY.
The lecturers who will include members of the 
AICPA accounting and review services committee, 
will give a comprehensive explanation of the re­
porting requirements to help you comply with the 
provisions of this important statement. The fol­
lowing practical subjects will be explored and ex­
plained in the lectures and in the question and 
answer discussions:
□ Overall comparison of the old and new rules 
concerning financial statements which are 
not audited.
□ Services covered and not covered by this 
Statement on Standards for Accounting and 
Review Services.
□ Objectives of compilation and review ser­
vices—distinguish between compilation and 
review; review and audit needs of clients as 
determining factor in choice of service.
□ General standards and review of ethics— 
Ethics interpretation 101-3 on independence.
□ Field services—common to both compilation 
and review services, compilation alone, re­
view alone.
□ Reports on comparative financial statements
—transition period examples—subsequent 
period, same CPA or change of CPA, dif­
ferent services and reports on comparative 
periods.
□ Departures from GAAP or other comprehen­
sive basis of accounting.
□ Accountant’s liability considerations—1136 
Tenant’s Case, effect of the engagement letter 
on client liability, third party liability and 
the report letters.
Practitioners who would like further informa­
tion concerning this special series of lectures, 
should contact the AICPA CPE marketing division 
at (212) 575-5524.
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The Role of the Managing Partner
Typically, the job of a managing partner should be 
to focus on a firm’s organizational health and to 
be in charge of delegating both professional and 
administrative functions to others in the firm.
Most often, it is the managing partner who 
maintains the firm’s image in the community by 
becoming involved in local civic organizations, 
speaking at functions or serving on community 
boards. And, usually, this person plays a leading 
role in bringing new business into the firm.
Viewed broadly, the managing partner’s re­
sponsibilities within the firm include:
□ Personnel duties. Human relationships at all 
levels within the firm are important. Getting 
partners to work together for the good of the 
firm and to define their roles can be a difficult 
task. Many partners are not aware of the 
problems connected with running a complex 
service organization despite their commit­
ment to the firm. If it is to be successful, the 
firm must be a team, and the people in it 
must trust each other.
Most managing partners believe personnel 
problems are critical areas in their firms; 
they would like to acquire more knowledge 
and skills in dealing with them. Staff must 
be allocated to engagements quickly and 
efficiently. This can cause friction, and it is 
often hard to get the more senior partners 
to adopt a perspective which goes beyond 
the immediate needs of their clients.
The managing partner should keep in mind 
that aside from an occasional dinner, there 
is usually little outside contact among part­
ners. And while staff people are often friend­
ly with each other, after hour contact be­
tween staff and partners is limited.
□ Control of operations. An effective organi­
zational structure must be developed and 
maintained. The managing partner should 
convene the entire firm at least twice a year 
and hold formal partners’ meetings each 
quarter. In addition, he or she must define 
the criteria for developing new offices, set 
up the process for evaluating and motivating 
the partners and professional staff, under­
take personnel forecasting (anticipate needs) 
and ascertain that the firm has adequate 
liability and other insurance coverage. The 
managing partner must build a team by se­
curing and retaining outstanding staff and 
must motivate them by providing satisfying, 
challenging work.
□ Planning—goals and objectives. As chief 
planning officer, the managing partner must 
decide how to run the business, set up time­
tables for future firm growth, determine the 
direction of future activity and take charge 
of acquisitions and mergers.
This will necessitate setting goals (the key 
end products) and objectives (the methods 
of reaching the goals). The managing partner 
must encourage the staff to take CPE 
courses, enforce high professional stan­
dards, stimulate new business and retain old 
business. To be effective, the decision­
making process should be pushed down to 
the lower levels of the organization.
Firms with a regular objective-setting 
process often use the annual budget meeting 
as the forum in which to set goals. The man­
aging partner then implements the objec­
tives, meeting standards such as the number 
of chargeable hours per person and pro­
jected rates of growth and profitability. 
Some firms hold informal, monthly meetings 
to provide the managing partner with needed 
information. Firms with more than one office 
tend to feel the need for long-range planning 
and often augment standard one-year plans 
with five-year projections. (See exhibit, p. 6, 
for an example of how one firm conducts its 
planning.)
The managing partner must make sure 
that the overall objectives are not forgotten 
in the day-to-day workings of the firm, that 
the annual or five-year plans are adhered to 
and that the firm responds effectively to 
changing conditions.
□ Evaluation. Many firms have two separate 
processes:
(1) Supervisors or managers complete an 
appraisal sheet for staff members working 
on engagements of one day or more.
(2) A regular annual or periodic review of 
every staff member's work.
There are many opportunities for evaluat­
ing staff members’ work, but only a few firms 
have a formal review of the partners’ work.
In most cases, the quality of the evaluation 
will vary according to the skills or training 
of the person doing the review. Still, there are 
positive aspects to a formal evaluation pro­
cess such as identifying areas that need im­
provement and assisting partners and staff 
to attain the firm’s standards.
(Readers might like to refer to “Personnel Evalu­
ation” by Martin M. Prague, CPA, in the August 
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and September 1978 issues of the CPA Practitioner, 
and chapter 307 of the MAP Handbook for ideas 
on personnel evaluation.)
EXHIBIT
One Firm’s Planning Process
□ All partners and managers meet in an all­
day session to plan where the firm should 
be in five-years’ time.
□ A draft of the plan is submitted to staff 
for reactions and comments before being 
formally drawn up.
□ At the same time, every employee of the 
firm sets yearly objectives which are then 
coordinated with the overall firm goals.
□ Staff members' progress in implementing 
their goals are reviewed every quarter.
□ The managing partner meets with the en­
tire professional staff several times a year to 
discuss firm issues, and all members are en­
couraged to participate.
This degree of objective goal setting ap­
pears to produce positive results, and the 
managing partner rates its effectiveness in 
achieving the goals of growth, staff develop­
ment and retention as very good.
□ Managerial. Managing partners have the 
legal right to make decisions (the partner­
ship agreement) and have the power to re­
ward people through their authority to im­
plement the firm's compensation policies. 
(Most operate this way.) They must be able 
to delegate, analyze the way work is being 
performed—who helps out, etc., get people 
to do things and plan.
Given the complexities of the job, it is understand­
able why many managing partners feel a need for 
training in the behavioral sciences. Many would 
like to have a better understanding of interper­
sonal relationships, psychology, human behavior, 
motivation and management training.
Skills must be developed in managing people 
and in getting them to increase their abilities if the 
firm is to grow. Also, it is generally desirable to 
place some limitation on the term of office. It is 
up to managing partners to provide leadership to 
their firms—a job that is only for high-energy 
people who are receptive to new ideas and chang­
ing needs.
—by Jay N. Nisberg, president 
Jay Nisberg & Associates 
(Management Consultants) 
Ridgefield, Connecticut
Adapted from a presentation at the AICPA MAP 
conference in Atlanta, Georgia, on November 3, 
1978.
The ideal managing partner must have certain 
qualities and skills in three basic areas.
□ Interpersonal. The managing partner must 
control the information going through the 
firm and should make sure that the lines of 
communication remain open. (Lack of com­
munication becomes a problem if there are 
no formal written objectives.) These things 
should be done well and necessitate that the 
managing partner be a good communicator 
and a good listener, be adept at solving part­
nership problems, be effective in examining 
how people work together and obtaining a 
high level of performance from others.
□ Technical. The managing partner should 
have solid technical skills and should remain 
technically competent. Effective manage­
ment depends on the managing partner's 
knowledge of the firm in diverse areas of 
expertise. They should not end the year with 
zero billable hours or they will lose contact 
with what is going on. Five hundred to seven 
hundred billable hours should suffice.
Tax Education
The third annual AICPA-University of Michigan 
tax education program will be held July 15 to 
August 11 at the University of Michigan.
The first two weeks will include tax research, 
basic tax concepts, practice before the IRS and 
basic corporate tax problems, property transac­
tions and Subchapter S corporations.
The next two weeks will include partnerships, 
advanced Subchapter C, introduction to estate 
and gift taxation and income taxation of fiduci­
aries.
The fee is $550 for one week; $1,000 for two 
weeks (a double discount of $100 for registrations 
received before March 15 and a regular discount 
of $50 for those received before May 15).
For information about the program, contact 
Herb Finkston in the AICPA’s CPE division.
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The Long and the Short of It
The U.S. Postal Service has announced that 
the new standards for minimum-size mail and 
a surcharge for oversize mail (now being con­
sidered by the Postal Rate Commission) will 
be implemented in March or April.
The standards on minimum size (applic­
able to all classes of mail) state that enve­
lopes and cards must be at least 3½ inches 
high or 5 inches long and must have a thick­
ness of at least .007 of an inch, or they will 
not be accepted. (Postcards have a thickness 
of .009 of an inch.) Oversize or nonstandard 
mail will continue to be accepted but will be 
subject to the surcharge now under consid­
eration.
Now, come spring, you don’t want long 
 short, thin envelopes or short long, thick ones 
either, for that matter. So you might want to 
j check the details with your local postmaster.
He has a brochure on the specifications.
Developing a Campus Relations Program
Many smaller CPA firms are interested in hiring 
new college graduates with degrees in accounting 
but believe they cannot compete successfully on 
campus with the larger firms. This view is not 
shared by Ray S. Hibbs, CPA, formerly personnel 
partner with Broeker, Hendrickson & Co. and now 
with the recently consolidated firm of McGladrey, 
Hendrickson & Co. Ray says his original firm was 
successfully and regularly recruiting on campus 
long before the consolidation, and he offers the 
following tips to help others do the same.
□ Recruiting is marketing. To one degree or 
another, we all market our services to clients 
and prospective clients, i.e., we sell them on 
why we should work for them. Many of the 
techniques developed in a successful market­
ing program can be used in a recruiting pro­
gram too.
After all, recruiting is selling people on 
why they should work for us.
□ Define your market. The first step in a serious 
recruiting program is to determine the char­
acteristics you are looking for in your per­
sonnel. These qualities could be intellectual 
capacity, communicational skills or a host 
of other features that you believe are impor­
tant. Remember, some of these characteris­
tics may be learned over a period of time, 
but others cannot.
So, spend your time effectively by inter­
viewing only those candidates who, in your 
opinion, are best qualified.
□ Establish a public relations program. You 
should make an effort to become well known 
on the campuses you visit, because it is im­
portant that students know who you are 
before the interviews take place.
A small brochure will go a long way in 
communicating your message to candidates, 
and much can be gained from having the 
faculty, placement officials and other stu­
dents understand your firm. All of them may 
influence the decisions of potential recruits.
Therefore, send faculty members any 
pamphlets you develop, and let placement 
officials know about your firm.
Other approaches to becoming known 
might include
(1) Serving as guest speaker in accounting 
classes.
(2) Assisting graduate students with re­
search projects.
(3) Presenting a scholarship award at an ac­
counting club banquet.
Use skilled sales personnel (recruiters). A 
public relations program can be a double­
edged sword. While effective recruiters may 
help your firm, poor ones can do long-term 
damage to your efforts.
An effective salesperson (recruiter) must 
be able to
(1) Recognize a qualified buyer (recruit).
(2) Know the product (your firm).
(3) Know the competitors' products (other 
firms).
(4) Relate the product's value to the buyers' 
needs (tell the candidate about the bene­
fits of working for your firm).
Because a successful recruiting effort de­
pends so much on the abilities of the people 
who meet with graduates, you may wish to 
have one or two members of your firm attend 
workshops or seminars to learn the skills 
and strategies employed by good recruiters. 
□ Establish a sales quota or goal. You should 
decide at an early stage how many graduates 
you wish to hire so that a plan can be de­
veloped to sell your product, i.e., your firm, 
before the buyers shop elsewhere, i.e., ac­
cept another position.
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You will find that many of the candidates 
who interest you are hired early in the year. 
In many schools around the country, the 
top June graduates are placed by March and 
even before then in some areas.
□ Price the product competitively. While it is 
not necessary to meet the salary levels paid 
by the international firms in order to hire 
competent people, salaries are a considera­
tion for graduating accountants.
You should be reasonably competitive.
□ Deliver the goods when needed. Every now 
and then, you will meet an outstanding grad­
uate who wishes to start work at a time when 
you really don't need anyone. In the long 
run, you may be wise to hire such a person 
ahead of schedule.
A few months’ additional salary may be a 
small price to pay for a future partner.
□ A word of caution. Do not overextend your­
self. Many firms tend to recruit at too many 
schools. If you need one or two graduates a 
year, one school will suffice if you conduct 
an effective campus relations program.
As a rule of thumb, you might consider 
recruiting at one school for every three 
graduates needed.
A good campus relations program can have 
other long-term benefits in addition to hiring new 
staff members. According to the eighth annual 
survey conducted by the AICPA, about one third 
of the latest crop of accounting graduates will 
find employment in industry. These people and 
the firms they work for are all potential clients of 
a CPA firm that, early on, lets accounting students 
know of its abilities, quality and good service.
Chapter 302 of the MAP Handbook contains 
many useful forms and suggestions for conducting 
a successful campus recruiting campaign and, in 
addition, readers might like to refer to the article 
“How to Select and Recruit Competent Personnel” 
in the February 1978 issue of the Practitioner. 
This story, by Charles Kaiser, Jr., CPA, tells how to 
evaluate students’ qualifications, establishes the 
criteria for evaluating candidates and presents 
some interviewing techniques.
Another article, ‘‘The Cream of the Crop” by 
Locke Grayson, CPA, in the December 1977 issue 
of the Practitioner, explores the advantages to 
working in a small CPA firm. There are innumera­
ble benefits that interviewers should have on the 
tips of their tongues when meeting with account­
ing students.
American Institute of Certified Public Accountants, Inc.
1211 Avenue of the Americas
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